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lain yang saya akui seolah – olah sebagai tulisan saya sendiri tanpa memberikan 
pengakuan kepada penulis aslinya. 
Apabila ditemukan kecurangan dalam skripsi ini, saya bersedia menerima 
konsekuensi yang telah ditentukan oleh pihak Universitas. 
 










Setiap individu memerlukan hiburan untuk melepaskan penat dikala 
kesibukan sehari – hari. Dari banyaknya pilihan hiburan yang ada salah satu media 
hiburan yang paling populer dan banyak digemari yaitu televisi. Sampai saat ini, 
televisi masih menjadi hiburan kegemaran masyarakat di dunia termasuk Indonesia. 
Hal ini di manfaatkan oleh para pelaku bisnis sebagai peluang yang menjanjikan. 
MNC Vision yang sebelumnya dikenal sebagai Indovision, Oke Vision, dan TOP TV 
sebagai perusahaan yang mempelopori televisi kabel pertama di Indonesia dan sudah 
dikenal luas oleh masyarakat. Meskipun menjadi pelopor dan sudah dikenal luas oleh 
masyarakat, hal ini tidak menjamin membuat pelanggan televisi kabel MNC Vision 
loyal dan ingin tetap berlangganan. MNC Vision sendiri belum memaksimalkan 
potensi yang dimiliki dan menjaga pelanggan agar tetap berlangganan. Hal ini 
menyebabkan beberapa tahun terakhir, MNC Vision kehilangan banyak pelanggan 
setia dan terus turun setiap tahun. Oleh karena itu, penulis ingin mengetahui apakah 
perceived system quality, perceived content quality, perceived ease of use, 
customization, perceived price level, dan perceived risk memiliki pengaruh terhadap 
attitude to use, serta implikasinya pada continuance intention to use.  
Penelitian ini menggunakan descriptive research design dan pengumpulan 
data dilakukan dengan menyebarkan kuesioner secara online. Pengolahan data pada 
penelitian ini dilakukan dengan metode Structural Equation Modeling (SEM) 
menggunakan software Lisrel 8.80. Hasil penelitian ini menunjukkan bahwa adanya 
hubungan positif antara perceived system quality, perceived ease of use, 
customization, attitude to use, terhadap continuance intention to use. Serta hubungan 
negatif  antara perceived price level terhadap attitude to use dan pengaruhnya pada 
continuance intention to use. Dari hasil penelitian tersebut penulis menyarankan 
untuk meningkatkan kualitas decoder dan bandwidth serta tampilan user interface. 
Kata Kunci : perceived system quality, perceived content quality, perceived 
ease of use, customization, perceived price level, perceived risk attitude to use, 




Every individual needs entertainment to release a tired day-to-day bustle. 
From the many entertainment media options that exist one of the most popular and 
widely loved entertainment media is television. Until now, television is still a favorite 
media entertainment community in the world including Indonesia. It is utilized by 
business people as a great opportunity. MNC Vision was formerly known as 
Indovision, Oke Vision, and TOP TV as the company that pioneered the first cable 
television in Indonesia and has been widely known by the public. Despite being a 
pioneer and already widely known by the public, this does not guarantee to make the 
customer cable television loyal MNC Vision and want to remain subscribed. MNC 
Vision itself hasn't maximised its potential and keeps its customers from re-
subscribing. This led to the recent years, MNC Vision lost many of its loyal 
customers and kept dropping annually. Therefore, the researcher want to know 
whether perceived system quality, perceived content quality, perceived ease of use, 
customization, perceived price level, and perceived risk have an influence on the 
attitude to use, and  the implications for continuity intention to use.  
 This study uses descriptive research design and collect primary data by 
distribute online questionnaire. The data processing on this research is done by using 
Structural Equation Modeling (SEM) method using Lisrel 8.80 software. The results 
of this study indicate that there is a positive relationship between perceived system 
quality, perceived ease of use, customization, attitude to use, on continuance intention 
to use. And the negative relationship between perceived price level and attitude to use 
and its effect on continuance intention to use. From the results of these studies the 
authors suggest to improve the quality of the decoder and bandwidth as well as the 
appearance of the user interface. 
Keywords : perceived system quality, perceived content quality, perceived ease of use, 
customization, perceived price level, perceived risk attitude to use, continuance 
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